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ABSTRAK 
ARDI PUNTO PRABOWO, D1214012, FAKTOR-FAKTOR YANG 
BERPENGARUH TERHADAP MINAT BELI FOLLOWERS PADA AKUN 
INSTAGRAM @KULINERDISOLO (Studi Deskripsis Kuantitatif Pada Followers 
Akun Instagram IG @kulinerdiSolo) Skripsi, Jurusan Ilmu Komunikasi, Fakultas 
Ilmu Sosial dan Ilmu Politik, Universitas Sebelas Maret, Surakarta, 2017. 
Instagram atau di singkat IG merupakan media sosial yang merupakan 
media untuk para penikmat foto atau praktisi fotografi. IG @kulinerdiSolo 
merupakan salah satu dari akun Instagram yang berperan sebagai influencer di 
bidang kuliner di Kota Solo. Pada penelitian ini menjelaskan faktor-faktor apa 
saja yang perlu di perhatikan akun IG @kulinerdiSolo sebagai akun influencer 
dalam mempengaruhi minat beli followers-nya.  
Pada penelitian ini minat beli di pengaruhi oleh awareness (Aaker, 1996), 
Electronic Word of Mouth (E-WOM) (Jalilvan dan Samiei, 2012), Interactive 
Communication (Lillyana, Marta dan Luis, 2016), Photo (Shimp, 2003), Discount 
(Canon. Et, Al., 2008), Information (Ludenberg & Ena, 2016), Trustworthiness 
(Chong, Yang, & Wong, 2009), Usage (Farris dkk., 2006), Satisfaction toward 
information (Yamit, 2004) dan Satisfaction toward experience (Yamit, 2004). 
Responden dalam penelitian ini merupakan responden yang menjadi 
followers IG @kulinerdiSolo dengan jumlah responden sebanyak 109 orang. 
Metode analisis data menggunakan Structural Equation Modelling (SEM), karena 
tujuan penelitian adalah melihat pengaruh seluruh variabel laten dan indikator 
secara simultan dalam mempengaruhi minat beli. 
Hasil penelitian menunjukan bahwa model minat beli fit dengan nilai 
RMSEA 0,000 dan P-value 0,97904. Artinya model ini dapat menjelaskan tentang 
pengaruh secara simultan faktor Awareness, Electronic Word of Mouth (E-WOM), 
Interactive Communication, Photo, Discount, Information, Trustworthiness, 
Usage, Satisfaction toward information, dan Satisfaction toward experience 
terhadap minat beli dan dapat dijadikan referensi penelitian sejenis tentang model 
faktor-faktor yang mempengaruhi minat beli. Satisfaction toward information, 
Photo, dan Awareness pengaruh yang paling besar terhadap minat beli dengan 
koefisien masing-masing (0,77), (0,33), dan (0,23). Sementara indikator dengan 
kontribusi positif paling besar secara berturut-turut adalah kepuasan informasi 
(0,70), mengenali restoran (0,2090), foto yang menarik (0,1526). Hal ini 
menunjukan bahwa pemilik akun perlu memperhatikan kepuasan followers-nya 
terhadap informasi yang disampaikan agar followers dapat mengenali nama 
restoran di Kota Solo melalui postingan foto yang menarik. Sehingga dengan hal 
tersebut followers akan menjadi loyal dan selalu menggunakan IG @kulinerdiSolo 
sebagai referensinya. 
 
Kata Kunci: Media sosial, Awareness, Electronic Word of Mouth (E-WOM), 
Interactive Communication, Photo, Discount, Information, Trustworthiness, 
Usage, Satisfaction toward information, Satisfaction toward experience, Minat 
beli 
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ABSTRACTS 
Instagram or in short IG is a social media which is a media for photo 
enthusiasts or photography practitioners. Culinary IG in Solo is one of Instagram 
account that acts as influencer in culinary field in Solo City. This account has an 
important role in helping the promotion of a restaurant, especially a new 
restaurant with the purpose of helping to promote restaurant products to create 
purchase intention in the minds of its followers. This research explains what 
factors need to be noticed Culinary IG account in Solo as influencer account in 
influencing the purchase intention from its followers. 
 
In this research, purchase intention is influenced by awareness (Aaker, 
1996), Electronic Word of Mouth (E-WOM) (Jalilvan and Samiei, 2012), 
Interactive Communication (Lillyana, Marta and Luis, 2016), Photo (Shimp, 
2003) , Discount (Canon Et, Al., 2008), Information (Ludenberg & Ena, 2016), 
Trustworthiness (Chong, Yang, & Wong, 2009), Usage (Farris et al., 2006), 
Satisfaction toward information (Yamit, 2004) And Satisfaction toward 
experience (Yamit, 2004). 
 
Respondents in this study were respondents who became Culinary IG 
followers in Solo with a total of 109 respondents. Data analysis method using 
Structural Equation Modeling (SEM), because the purpose of this research is to 
see the influence of all latent variables and indicators simultaneously in 
influencing purchase intention. 
 
The results showed that the model of purchase intention fit with the value 
of RMSEA 0.000 and P-value 0.97904. This means that this model can explain 
about the effect of simultaneously Awareness factor, Electronic Word of Mouth 
(E-WOM), Interactive Communication, Photo, Discount, Information, 
Trustworthiness, Usage, Satisfaction toward information, and Satisfaction toward 
experience to purchase intention and can be used as reference of similar research 
about the model of factors that affect purchase intention. Satisfaction toward 
information, Photo, and Awareness have the highest contribution or the greatest 
influence on purchase intention with their respective coefficients (0.77), (0.33), 
and (0.23). While the indicators with the largest positive contribution respectively 
are satisfaction toward information (0.70), recognizing restaurants (0.2090), 
interesting photos (0.1526). This indicates that the account owner needs to pay 
attention to the satisfaction of his followers to the submitted information so that 
followers can recognize the name of the restaurant in Solo City through an 
interesting photo post. So with that the followers will be loyal and always use 
Culinary IG in Solo as a reference. 
 
Keywords: Social Media, Awareness, Electronic Word of Mouth (E-WOM), 
Interactive Communication, Photo, Discount, Information, Trustworthiness, 
Usage, Satisfaction toward information, Satisfaction toward experience, Purchase 
Intention 
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